ABSTRACT: This article summarizes a research study conducted at SC Scandia SRL Sibiu with double purpose: first to propose a methodology designed to help maintain the competitiveness of the market; on the other hand to provide a complex tool use in training of future graduates of academic skills. The methodology developed is multidisciplinary combining established marketing methods and quality management. The team followed the methodology to be effective, easy to apply and involve minimal costs.
INTRODUCTION
To cope with fierce competition, organizations constantly seek to improve products and to streamline processes.
Management instruments used in marketing, quality management, production, research and development, can help companies to perform business environment, to prevent and to satisfy consumers.
In particular, produced food is perceived and consumed by each of us, premise on which researchers started the study in this direction.
Consumers of food have multiple expectations from consumed products, with profound implications, both for rational and emotional order.
Tools applied in the development of this methodology are established tools in marketing, R&D and calitologie, as follows:
1. Market research method -qualitative research. In qualitative research approach two instruments were used: a) focus group discussions -to investigate in depth consumer habits packaged canned meat products; b) duo type interviews -to identify barriers to consumer packaged canned meat products. Quality Function Deployment (QFD) is a planning tool that aims to design a product or service quality based on customer needs. It is an approach involving cross-functional teams seeking full product development cycle.
CASE STUDY
The proposed product quality improvement methodology involves the following steps:
• The research aimed to achieve the following objectives:
• Identifying consumer perceptions and habits; • Investigation of existing brands into categories in terms of benefits; • Generating optimal product.
Stage 2. Identifying customer requirements
Consumer panel was selected based on the typology mainstream consumer product [1] . Criteria that underpinned the process of identifying customer requirements were:
• Familiarity;
• Safety;
• Comfort / convenience and relaxation;
• Beautiful; • Health;
After market research the following customer expectations resulted:
• Familiarity = prepared "like at home" (recipe type, ingredients, texture and overall presentation gives a sense of familiarity, closeness, care of others); • Safety = safe product for consumers not inducing disease risks; • Comfort / Convenience and Relaxation = often get out of the impasse -makes life easier in the kitchen, relieving housewife for some or even all of the steps in preparing a snack for herself and family; • Beautiful = packaging especially important the first purchase of a variety or brand, may inspire the play as suggestive content, and with a clearer presentation of the ingredients. A sign of product quality it contains:
• Bright colours draw the eye and give the impression of a good product is flavour full; • Wiped / dull colours product conveys as dozen, made for people without expectations, trivial; • Health = contains additives and ingredients detrimental to health; • Fast = is the way to have a quick snack effortlessly when you have cravings, satisfy the need for relaxation, leisure and comfort at any time of day, especially at work or when travelling. An affordable and convenient solution, especially in terms of time spent in the kitchen; • Accessible = price gives clues on product quality and manufacturer concern. A higher price indicates a high quality, yet the Romanians will always choose the middle path -the average price for a satisfactory quality; • Consistent:
• Start time of day associated with the idea of energy and freshness, but also with the idea of consistency and endurance. For this they choose sandwiches and produced in small quantities, but with higher caloric intake, providing the energy they need; • Provides a feeling of fullness soon;
• Colour = specific to meat (pink-brown-yellow);
• Odour = odour of spices and meat;
• Tasty = specific taste, pleasant, liver and spices;
• Spreadable = specific texture, easy to spread on bread, without removal of gel or grease; • Quantity = small portions enough for a meal of this type;
• Notoriety = the trademark / brand:
• Origin / area of origin of the manufacturer so subtle details about the quality of ingredients used, the accuracy of which is prepared products and so on; • Brand image matters less, as a category that is less emotional involvement; • Growing importance to provide information about product quality. Usually experience with brands in other categories close help decision.
Stage 3. Identifying technical requirements
As a reference in the definition of technical parameters technical documentation and product specific legislation in force were used. Thus the following technical requirements were identified:
• 
Stage 4. Establishing the correlations
To establish correlations the research team turned to the house of quality [2] (Figure 1 ).
Figure 1. Block diagram of QFD matrices
This part forms the main body of the house of quality and requires extensive effort to be complete. Its purpose is to transform customer requirements as they were formulated in technical characteristics of the product.
Its structure is that of standard two-dimensional arrays, with individual cells that binds combinations of customer and technical requirements.
The level of interaction is weighted in the manner usual awarded on a scale with four levels: high (9), medium (3), down (1) and irrelevant (0) and a symbol representing the level of interaction is introduced into the cell. QFD team's task was to identify where these interacting matter. Each combination of customer demand -Technical requirements are analyzed one by one by the QFD techniqual team. Directions for improvement were identified and were translated into measurable objectives presented in Table 3 .
Stage 6. Identification and evaluation of improvement alternatives
In this stage, the research team used an instrument called a matrix for selecting the alternatives [3] (table 2) and gave the following scores:
• 3 -very positive impact;
• 2 -environment impact;
• 1 -slightly positive impact.
Also have used the following selection criteria: a) total cost; b) the impact on the problem; c) the cost / benefits; d) resistance to change; e) implementation time; f) uncertainty about the effectiveness. Changing the proportion of used ingredients 1 1 2 1 3 1 9
Changing recipe ingredients 1 1 1 2 2 2 9
Use of protein concentrate 3 3 3 2 2 2 15
Increase in liver volume 2 3 1 3 2 2 13
Use of meat 1 2 3 3 2 1 12
Decreasing NaCl quantity 1 2 3 3 2 2 13
Use of natural flavors 1 3 2 3 2 3 14
Use of other food salts 1 2 2 1 3 1 10
Reduction in pork bacon 2 3 1 3 2 3 14
Use of vegetable fat 1 3 2 2 2 2 12
Increasing amount of pork skin 3 3 2 2 3 3 16
Decreasing the percentage of NaCl from 1.4 to 1.3%
Decreasing the fat percentage from 17 to 15%
Objective

Improvement alternative Selection criteria's Total
Decreasing the number of additives from 11 to 8
Increasing the percentage of protein from 9 to 10% 2.7. Stage 7. Planning improvements.
After evaluating the alternatives for improvement, the team established corrective action, resources and responsibilities and developed an action plan. At this stage the project team designed and implemented controls to ensure that corrective actions will be used and maintained. These activities are shown in the control chart.
From the process of data gathering, resulted an important direction, common to all technical requirements: improving product recipe as modifying the physico -chemical properties: NaCl reduction, reduced fat content, protein content increased, reducing additives content. 
CONCLUSIONS
Tools used in developing the method are classic tools, quality tools, marketing, management, team performance management, project management, leading to develop a methodology to improve products, easily applied, low-cost motivational effects on team members project, designed to ensure effective and efficient business.
Method development is the result of interference technical and academic expertise of the multidisciplinary team, which highlights the synergy process knowledge, innovation and research.
The challenge organizations to be competitive in the current macroeconomic context requires addressing methods developed in partnership with academia, to build complex results of the research, while offering practical support in completion of works.
